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“Higher usage frequency is driving the sunscreen market to
grow after the category is widely penetrated, thanks to its
association with anti-aging that has encouraged a third of
respondents to use it all year round to fight against aging

skin.”

— Jessica Jin, Associate Director of Research

This report looks at the following areas:
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o Role of sunscreen in daily skincare routine RE PO RT NOW
e Future market competition will be around safety
e Potentials of anti-pollution claim
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